READING WORKSHEET AND DISCUSSION 4.

The following questions are based on the article: “Typologies of cultural dimensions and their applicability to international advertising.”

1.    Hofstede delineated five dimensions useful in characterizing countries: 1) high vs. lowpower distance, 2) individualism vs. collectivism, 3) masculinity vs. Femininity, 4) high vs. lower certainty avoidance, and finally, 5) long-term vs. short-term orientation. Explain how advertising can address the values of a culture in Denmark based on some of the five dimensions.
High Versus Low Power Distance.
Power distance refers to the extent to which less powerful people accept that power will be distributed unequally. In the case of countries, it implies that each country has its capability of influencing its people. Personalities who demonstrate high power distance are many variants to figures of authority and mostly admit unequal distribution of power. On the other hand, characters with low power distance readily question authority and expect to contribute in decision making of matters that touch them. Denmark is at a low rank when it comes to applying these dimensions due to the fact that its work places exhibit an informal atmosphere. However, Denmark has high standards of employees’ autonomy, since all workers are subjected to equal rights. 
Individualism Versus Collectivism.
Individualism discourses the degree of interdependence a society upholds amongst its members. According to De Mooij (2018), individualism focuses on a personal image termed as “I” or “We,” individualists take care of themselves and their direct family only. Collectivism advocates for a society that is divided into groups and that take care of them in exchange to free loyalty. For example, Denmark has a high score as an individualistic society. This implies that any interested investor will have to create positive relations with the people first, to achieve his goals. 

[bookmark: _GoBack]Masculinity Versus Femininity.
 The term masculine is used to indicate that competition, achievements, and success driven society. The most masculine is the winner or even the best in the field. The pressing demand to win begins in childhood and grows as a person is advancing in age. Feminine refers to the low score in which the central values in the society are for caring for others and quality of life. The most important among citizens of these countries are motivating people, craving to achieve the best, and a person was admiring what he or she does. In Denmark, most of the sectors are driven by femininity. This means that in the country has effective managers who support their employees by frequently motivating them.
High Versus Lower Certainty Avoidance.
Being in an uncertain condition implies that the future cannot be predicted. Therefore, uncertainty avoidance can be understood as the way a society deals with the fact that the future can never be known. This principle works aimed at fighting ambiguity, which is created by the beliefs and actions that try to eliminate the outcomes of uncertainty avoidance (De Mooij, 2018).Under low uncertainty avoidance, few rules are governing the state, innovation and achievements are crucial, and the citizens show high labor turnover. On the other hand, high uncertainty avoidance involves many formal rules, precisions and security are prioritized, and the people show low labor turnover. Americans show a low uncertainty avoidance. Among the Danes, flexibility is a major characteristic since plans in the organizations can be changed anytime. Similarly, the people are creative and innovating hence have plans for the future. 
Long-Term Versus Short-Term Orientation.
This area deals with how society maintains some links with its past, especially when dealing with present and future challenges. Long term orientation is when a person is focusing on the future. In this situation, a person is willing to sacrifice a lot for the sake of the future. Short-term orientation is when a person is focused on the present or past and belief to be more important than the future. A country that is willing to succeed focuses on the future by reviewing the history and examining its present doings, and how they may affect the future. Denmark record low score in long-term orientation due to its normative culture. The Danes are focused in discovering the truth and also show greater respect for traditions, the people have short-lived dreams.  
f.    Considering Schwartz’s cultural values (seven dimensions: 1) conservatism, 2) intellectual autonomy, 3) affective autonomy, 4) hierarchy, 5) egalitarian commitment, 6) mastery and 7) harmony) and the World Value Survey’s values (two dimensions: 1) survival vs. self-expression values and 2) traditional vs. secular-rational authority), discuss what kind of values should be more likely to be reflected in an advertising in Greece?
Advertisement in Greece requires compliance with the laws and all the values in the society. There are also cultural values that must be upheld for the adverts to be declared moral. The Greece cultural values advocate for conservation of and maintenance of status quo, priority and restraint of actions that can interfere with the solidarity of the nation. Affective autonomy is also applicable in regarding Greek culture because the advertisers are required to uphold positive behavior (Terlutter, Diehl, & Mueller, 2012).In the case of egalitarian commitment, the advertisers are supposed to cater for the welfare of their target group by sharing all the properties of their brand, including its side effects. Additionally, mastery can be applied in the marketing sector since it is guided, bringing positive change in the world. In the centrally, harmony may end up limiting the growth of Greece advertisement market by restricting change. 
The World Value Survey’s values, as in the survival values versus self-expression values. Survival values hold on to the fact that changes in values occur across all the generations and so the advertisers as supposed to change their modes of advertising as time goes by. Self-expression is a cluster of benefits that include social toleration, life satisfaction, and ambitions to freedom. The marketing departments in Greece should consider satisfying the customers’ needs (Terlutter, Diehl, & Mueller, 2012).The traditional versus secular-rational authority also apply in the Greece advertisement models. Survival values advocate for economic and physical security in the marketing sector, while the secular-rational values put fewer emphases on matters like religion and other traditional practice to avoid dividing people. The application of the required values in the advertisement sector has helped in promoting effective communication and understanding between the advertisers and the target group. 

g.    Which are the important differences between the Hofstede and the GLOBE model? That is, what is a major strength of the GLOBE about the Hofstede? (see p. 103) 

Hofstede in much-criticized than GLOBE because it has many controversial issues as well as the researcher has fully analyzed it due to its extended stay in the advertising market. GLOBE is well planned that Hofstede model because it based its ideas in replicating the Hofstede model and hence making it more advanced (Terlutter, Diehl, & Mueller, 2012).The GLOBE measures two more dimensions than the Hofstede was doing. These dimensions include the performance orientation and humane orientation.    

h.    According to Figure 5.6: Terlutteret al.’s (2010) conceptual culture-based model of international advertising, what is the basic concept behind the model (see p. 105)? How would international advertising work in light of this model?
The basic concept behind the conceptual culture-based model of international advertising is the perceived level of assertiveness in advertising. This principle has led to a global culture’s impact on advertising. This factor has unified all the nations to share a common advertising culture. Assertiveness promotes favorable cultural dimensions for advertising purposes.
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